Purpose -The purpose of this research is to investigate the intention to purchase products through clothing brands' social network sites (SNS) based on the theory of planned behavior and uses-and-gratifications theory (U&G), and the moderating effects of self-image congruity (SIC).
Introduction
Social Networking Sites (SNS) are a vast space where businesses and individuals interact and trade at ever-increasing rates. On average, Facebook has around 1.4 billion daily active users (Facebook, 2018) . Instagram has also experienced substantial growth, going from 100 million monthly active users in early 2013 to 700 million in 2017 (Instagram, 2018) . Clothing brands' SNS activity is also growing. Zara has over 25 million "Likes" on Facebook (Zara, 2017a) and 15.4 million followers on Instagram (Zara, 2017b) , and Mango has 10.5 million "Likes" on Facebook (Mango, 2017a ) and 6.1 million followers on Instagram (Mango, 2017b) . Moreover, shopping habits and the use of information search systems are changing among consumers of clothing brands. 52% of global clothing shoppers prefer to search for information about possible purchases online, while 40% prefer to actually shop online (PwC, 2018) . These trends are also true in Spain. More than 80% of online shoppers seek information through websites or brand apps, and 53% interact on clothing brands' SNS, while the percentage of offline shoppers who connect to these SNS is 29% (PwC, 2017) . These figures show that SNS could be essential to clothing-related brands as a means to understand the motivations driving customers to use their SNS and their purchase behavior while doing so.
The exponential growth of the use of digital technologies has empowered consumers of the fashion industry to interact, influence, belong to, and be part of the brands. In fact, the vast majority of consumers use digital channels before, during or after making their purchases (Lay, 2018) . Thus, SNS participation has become a strong predictor of customer equity for global brands (Chae and Ko, 2016) .
The clothing-related literature suggests that many consumers who visit clothing brands' SNS do so in search of websites where they can buy products (Touchette et al., 2015) . In the same literature there is also strong evidence of a correlation between SNS usage and online sales through websites (Zhang et al., 2017) . These consumers are informed and selective, and they look for information on social media. Consequently, social media and e-commerce could have already shifted consumer preferences toward immediate gratifications and heightened expectations for novelty (Lay, 2018) . Accordingly, Uses-and-Gratifications theory (U&G), the Theory of Planned Behavior (TPB), and Self-Image Congruity (SIC) have been examined in the conceptual framework.
U&G can predict the main motivations and gratifications consumers feel toward SNS, whereas TPB is able to predict the drivers of attitude on SNS use (Currás-Pérez et al., 2014) .
The third theory, SIC, can be used to study how individuals' attitude and behavior toward clothing brand's SNS could influence the way they express and match their self-image congruity with the pages of different brands' SNS (Kourouthanassis et al., 2015) . Focusing more particularly on the first two, on the one hand, U&G identifies how people use media and for what reasons (Rubin, 2009) . Some studies conducted in the SNS context show that U&G affects the affective and behavioral factors concerning participation in SNS (Sun et al., 2017) . Others have identified how motivations influence the intention to use SNS (Dhir et al., 2017; Han et al., 2015; Wu et al., 2010; Zhou, 2011) . On the other hand, TPB is aimed at identifying individual planned behavior, and has been employed in many previous studies that seek to determine what factors drive users' willingness to use SNS for entertainment purposes (Al Debei et al., 2013; Baker and White, 2010; Kim et al., 2016) . By considering U&G and TPB together, we think that relevant information regarding users' adoption of clothing brands' SNS and their purchase intentions will be revealed. However, both theories have only been used to measure SNS' intentions to use or use, not as antecedents of purchase intentions (Currás-Pérez et al., 2014; Dermentzi et al., 2016) . Conversely, each theory alone would not be able to show the same level of information. Given that, to the best of our knowledge, no previous studies have specifically examined the influence of uses-and-gratifications on attitude and users' adoption of SNS in the context of clothing brands as antecedents of purchase intentions through SNS, additional clarification is needed in order to examine the effects of the motivational and behavioral factors on purchase intentions among users of clothing brands' SNS pages. Thus, the first research question is: RQ1. How do uses-and-gratifications influence user attitude and the adoption of clothing brands' SNS pages?
It is known that in the case of clothing products, customers' SIC moderates the decisionmaking process and influences their attitudes and intentions toward a product (Haj-Salem et al., 2015) . Furthermore, when customers purchase a product, they consider their own identity and self-image in association with that brand (Sirgy, 1985) . This matching is also produced on SNS.
For example, Kang et al. (2013) identified a positive relationship between SNS users with a high degree of SIC and continuance intentions and continued use. Therefore, different results may occur depending on the level of SIC. However, the literature examining the moderating effects of SIC in consumer behavior on SNS is scarce, and no studies have been reported within the context of clothing brands' SNS pages. Accordingly, we aim to answer the following research question:
RQ2. Are there any differences in the relationships between attitude and SNS intention, between SNS intention and SNS use, and between SNS use and purchase intentions among the users of clothing brands' SNS according to their different levels of selfimage congruity?
This study aims to help expand the explanatory power of TPB among users of clothing brands' SNS pages by incorporating the motivational factors of U&G theory as an antecedent. This incorporation is based on the fact that Ajzen (1991) assumes that intentions capture the motivational factors of an individual, which in turn influence behavior. Furthermore, the moderating effect of SIC attempts to shed light on how self-image congruity may moderate attitudinal and behavioral factors among users of clothing brands' SNS pages.
Consequently, the purpose of this study is: i) to apply U&G, the TPB, and SIC to explain SNS users' intentions to purchase through clothing brands' SNS pages; ii) to examine the relationship between U&G and attitude, SNS intentions, and SNS use among users of clothing brands' SNS; iii) to identify the influence of the three main factors of TPB on SNS intentions to use, of intentions to use on actual SNS use, of SNS use on purchase intentions, and of perceived behavioral control on the use of clothing brands' SNS; iv) to analyze the moderating effects of SIC between the attitudinal and behavioral activity of the users of clothing brands' SNS; and v) to test the model on a sample of users of clothing brands' SNS pages.
Literature review and hypotheses
There is a substantial amount of previous research on SNS intentions or SNS use using the TPB, U&G and SIC theories, as shown in the summary in Table I . However, unlike online shopping research, the research on purchase intentions through SNS remains scant in the SNS literature as shown in Table I . This paper defends the appropriateness of the U&G, TPB, and SIC theories as a conceptual framework to explain purchase intentions through SNS use. 
Uses-and-Gratifications Theory (U&G)
U&G theory explains the social and psychological needs that motivate an individual to select media channels and to choose content (Ruggiero, 2000) . This satisfaction is itself a strong motivator to use these technologies recurrently (Bryant and Miron, 2004) . U&G posits that, through the consumption of different types of media, consumers of those media seek to satisfy their needs regarding information, socialization, entertainment, and escapism (LaRose and Eastin, 2004) . SNS, as a medium, should have behavioral gratifications similar to those obtained from the traditional mass media. When users' gratifications from using media are satisfied, they will develop a positive attitude toward them, which in turn influences the behavior that leads to continued use of media (Xu et al., 2012) .
Previous research on online and SNS environments proposes several dimensions to analyze U&G, depending on the context in which the research is conducted. Ji and Wayne Fu (2013) selected information, interaction, and access to identify their influence on a given user's affinity to the Internet. Xu et al. (2012) identified affection, coordination, immediate access, and leisure. Chiang (2013) found informativeness, social interactivity, and playfulness among Facebook users. Mäntymäki and Riemer (2014) identified hedonic outcomes and social presence as gratifications for users of the Habbo social networking game. Li et al. (2015) found enjoyment, fantasy, escapism, and achievement among users of a social network game. Kang and Johnson (2015) found that socialization and information seeking influence online social shopping intention among Facebook users. Ifinedo (2016) established self-discovery, entertainment, interpersonal connectivity, and social enhancement as gratifications among students who were users of SNS. Luo et al. (2011) used information seeking, entertainment, and interpersonal utility in an experiment about online newspapers. In sum, researchers chose the dimensions of gratifications that were best suited to the problem at hand, and most authors did not analyze U&G even as a second-order variable, but instead focused on analyzing the effect of each dimension of U&G.
SNS users can enhance their knowledge of clothing brands through learning about new events, share information with the firm and their acquaintances, and feel they are in contact with their favorite clothing brand. Because it takes into account the clothing brand context, this research is based on four dimensions of gratification: 1) information seekingthe need individuals have to enhance their awareness and knowledge about themselves, others, and the whole world (Shao, 2009) ; 2) affectionthe need to fulfill one's need for attachment (Luo et al., 2011) ; 3) social presencethe extent to which mass communication allows users to connect with others, experience others, and feel a sense of human contact through that medium (Xu et al. 2012) ; and lastly, 4) leisurethe search for entertainment or relaxation (Xu et al., 2012) .
Consumers play an active role in the selection of media, and their motivations to use any kind of media depend on the gratifications that they feel when they use them (Katz et al., 1973) .
Therefore, the U&G of any media usage is likely to influence the user's attitude toward each medium that he or she has decided to consume. Within the context of SNS, the literature has found a direct and positive relationship between U&G and attitude in the use of mobile SNS media in South Korea (Han et al., 2015 ) , and in the intention to visit Facebook among Taiwanese users (Wei et al., 2015) , but not in the clothing brand SNS context. Gratification is therefore expected to play a positive role in the formation of attitudes toward the SNS of clothing brands. Hence, the following hypothesis is proposed:
H1: U&G has a positive effect on attitude toward using clothing brands' SNS pages.
Previous research offers evidence regarding the influence of U&G on the behavioral intention or intention to participate in SNS. Cheung et al. (2011) found a positive relationship between U&G and intention to use Facebook among members of online social groups, most of whom were students. Ku et al. (2013) provided evidence that gratifications are an antecedent of intentions to use SNS among college students from Taiwan. Mäntymäki and Riemer (2014) reported the influence of social presence and hedonic outcomes as a significant gratification on continuous use intentions among users of the German portal Habbo Hotel, one of the largest social virtual worlds for teenagers. Hsu et al. (2015) and Ifinedo (2016) identified a positive relationship between U&G and behavioral intentions to use SNS among international surfers of Facebook and among students from the Americas, respectively. Based on these empirical findings, individuals who obtain gratifications from using the SNS pages of a clothing brand are expected to show intentions to use it. Thus, the following hypothesis is proposed:
H2: U&G has a positive effect on a user's intention to use clothing brands' SNS pages.
As discussed above, most SNS research has related the effect of gratifications to intentions to use, but relatively little research has been carried out with the aim of understanding the influence of gratifications on use or continuous use. Xu et al. (2012) , however, developed a model in which gratifications were positively and directly related to use, following evidence from previous studies in the website context (Luo et al., 2011) . Xu et al. (2012) identified a direct and positive effect of certain gratifications, such as coordination, immediate access, affection and leisure, on SNS usage among American students attending US universities.
In line with the foregoing information, we contend that users' gratifications from using clothing brands' SNS pages will be positively associated with intentions to use and to use not only when the population is made up of surfers, students or teenagers, but also when it consists of potential consumers of clothing brands. That is, the greater the gratifications a user obtains from using the SNS pages of a clothing brand are, the more likely he or she is to continue using an SNS. Therefore, we expect the following hypothesis to hold:
H3: U&G has a positive effect on the use of a clothing brand's SNS pages.
Theory of Planned Behavior (TPB)
TPB, originally postulated by Ajzen (1991) , is an extension of the Theory of Reasoned Action (TRA) (Fishbein and Ajzen, 1975) . TPB is a widely used framework for predicting the relationship between an individual's beliefs, intentions, and behavior through three different determinants: subjective norm (SN), attitude, and perceived behavioral control (PBC). SN refers to the social impact that influences behavior, and reveals individuals' beliefs about how they would be viewed by others (that is, by their reference groups) if they performed a particular behavior (Fishbein and Ajzen, 1975) . Previous literature has found a positive relationship between SN and intention to use Facebook (Al Debei et al., 2013; Baker and White, 2010; Hsu et al. 2014; Tariq et al., 2017; Wu et al., 2014) , intention to follow brands on Twitter (Chu et al., 2016) , and selfie-posting intentions (Kim et al., 2016) . Focusing on fashion products, Cho and Yang (2012) identified SN as one of the predictors of attitude toward purchasing through SNS. The above literature suggests that individuals who comply with their reference groups tend to have intentions to participate on SNS. This leads to the following hypothesis:
H4: SN toward using SNS has a positive effect on intention to use clothing brands' SNS pages.
Attitude is a function of cognitive beliefs and indicates a positive or negative feeling about performing a specific behavior (Fishbein and Ajzen, 1975 Tariq et al. (2017) have found that there is a significant effect between attitude and intention to use SNS. In addition, this positive relationship was also found among users who follow brands on Twitter (Chu et al., 2016) , and among users with intentions to post selfies on Instagram (Kim et al., 2016) . Therefore, and based on these empirical studies, these relationships are also expected to occur within the context of the SNS of clothing brands. Thus, the following hypothesis is proposed: H5: Attitude toward using SNS has a positive effect on intention to use clothing brands' SNS pages.
PBC is the individual's perceptions of their internal and external constraints to carry out a given behavior, and their capabilities to engage in this particular behavior (Ajzen, 1991 (Chu et al., 2016) , or among users who post material on Instagram (Kim et al., 2016) . Within the SNS context, users' control over the use of clothing brands' SNS pages would be related to the personal control of frequency, continuance usage, and socializing during visits. Thus, the stronger their perceived control is, the more likely they are to show their intention to use the clothing brands' SNS pages. This leads to the following hypothesis: H6: PBC over using an SNS has a positive effect on intention to use clothing brands' SNS pages.
PBC infers actual behavior when individuals are positive on assessing the skills, resources, and prerequisites they need to carry out a particular behavior (Ajzen, 1991) . So, the higher the belief that one has the ability to carry out the behavior is, the greater the likelihood of actually performing the behavior will be. However, while the TPB literature also considers the relationship between PBC and actual behavior (Ajzen, 1991) , few studies have been conducted to test this relationship within the context of SNS and results to date have been contradictory.
For example, Baker and White (2010) and Al-Debei et al. (2013) did not find this relationship.
In contrast, Zhao et al. (2016) found a direct and positive relationship between PBC and use, but within the context of social media users' rumor combating behavior. Accordingly, users will be more interested in using SNS if they have the resources, skills, and control to do so, together with the perception of control over clothing brands' SNS pages. Thus, the following hypothesis is proposed:
H7: PBC has a direct and positive effect on the use of clothing brands' SNS pages.
Intention to use SNS
The relationship between intention to use and actual use is part of the TPB model, which also contemplates a direct link between intention and behavior (Ajzen, 1991) . This connection between intention to use and use is also tested among students in the literature on SNS (Al Debei et al., 2013; Kang et al., 2013) . Nevertheless, this relationship has not been specifically verified within the context of the SNS pages of clothing brands. These previous findings suggest the predictive power of use intentions in the use of clothing brands' SNS pages. Hence, the greater a user's intention to use a clothing brand's SNS pages is, the more likely he or she is to make continuous use of these SNS. Thus, we propose the following hypothesis:
H8: Intention to use clothing brands' SNS pages has a direct and positive effect on the use of these SNS.
SNS use
Previous literature has found that retailers with active SNS are able to attract consumers to their brand's SNS page, and, through their SNS, they can get consumers to visit their brand website and increase their willingness to purchase products (Zhang et al., 2017) . However, only a limited amount of research, such as the study by Pöyry et al. (2013) , has identified the influence of use on the purchase intentions in the SNS context. These authors found a direct relationship between browsing the Facebook community of a European travel agency and intentions to purchase package holidays to popular destinations in Europe. Given that browsing involves the use of an SNS, we posit that this relationship will have a similar effect on the users of clothing brands' SNS pages, such that a greater level of SNS use will affect the purchase intentions of those users. Thus, the following hypothesis is proposed:
H9: The use of clothing brands' SNS pages has a direct and positive effect on users' purchase intentions.
The moderating effects of self-image congruity (SIC)
Self-congruity theory asserts that the behavior of a person, as a consumer, is in part determined by the comparison made between their self-image and the brands they are consuming (Sirgy et al., 1997) . This comparison makes consumers prefer products related to their self-image (Sirgy and Samil, 1985) . The literature has measured SIC as a multidimensional construct made up of a personal dimensionideal self-image and actual self-imageand dimensions perceived by others, that is, social self-image and ideal social self-image (Sirgy, 1982) . Previous research has provided more evidence of the effect of ideal and actual self-image on attitudinal variables than social and ideal social self-image (Jeong and Jang, 2018) . Ideal self-image refers to how individuals would like to see themselves, and actual self-image refers to how individuals really perceive themselves (Sirgy, 1982) . Actual self-image is the dimension used in this study, as other authors have done in the retail and SNS context (O'Cass and Grace, 2008; Kang et al., 2009; Kourouthanassis et al., 2015) .
Clothing is a product category where purchases are made on a frequent basis to replace worn out clothes, to keep up with changing fashions, or to add to the consumer's wardrobe, and thus to have a wider assortment of clothes. This makes clothing different from other products because not everyone can afford items in other product categories. Furthermore, clothing is always on public display, and is one of the easiest ways of broadcasting one's self-image to others (Millan and Mittal, 2017) .
Previous studies provide evidence supporting the influence of SIC on the consumer's experience (Hosany and Martin, 2012) , attitude (Ibrahim and Najjar, 2008) , and brand loyalty (Kressmann et al., 2006) . Kang et al. (2009) found a positive and direct influence of self-image on continued online service usage intention among Cyworld users. Conversely, other researchers have found no evidence of a relationship between actual self-image and attitudinal variables, as is the case of the study by Jeong and Jang (2018) , in which they did not identify any significant results between actual self-image and positive affection among customers of Fine-dine restaurants.
Additionally, the consumer behavior literature has studied the moderator effects of SIC.
O'Cass and Grace (2008) established that the relation between store service and value was more significant between consumers with a high SIC. Kleijnen et al. (2005) also found that consumers with high image congruence presented a better attitude and intentions to adopt wireless services than those who experienced low image congruence. In contrast, and depending on the product or service, self-image congruity is less relevant. For example, Su and Reynolds (2017) found that business travelers, unlike those travelling for leisure purposes, base their hotel brand choices to a greater extent on hotel functionality than on self-image congruity.
Furthermore publicly consumed brands, such as clothing brands, can be used by individuals as a tool to satisfy a person's reason for self-esteem, which implies the consumers' tendency to improve their self-esteem by reaching their ideal state. This means that for consumers of clothing products with a high self-image congruity the attitude toward a brand will be shown more by the ideal self-image than by the actual self-image (Hong and Zinkhan, 1995; Sirgy et al., 2000) . However, few studies in the SNS literature have analyzed the moderating effects of SIC. In one of them, Kourouthanassis et al. (2015) , contrary to the findings of direct effects by Kleijnen et al. (2005) , recognized a weak moderating effect in the relationship between attitudinal satisfaction (Liao et al., 2007) and continuance intention among low-SIC Facebook users. Therefore, if the purchasers of brands that are consumed publicly, such as clothing brands, with a more powerful self-image tend to reflect their ideal self-image more than the actual selfimage and previous research has found a weak moderating effect among low-SIC Facebook users, we could hypothesize that the moderating effect of SIC (actual self-image) between attitude and intentions to use clothing brands' SNS will be more significant for consumers with a low SIC than for those that have a high SIC. Thus, the following hypothesis is formulated:
H10. The positive relationship between attitude and intention to use clothing brands' SNS pages is stronger for low-SIC users than for high-SIC users.
Furthermore, SIC has been identified as a predictor of brand loyalty in the consumer literature (Kressmann et al., 2006) . In fact, these authors show that the greater the self-image congruity with a brand is, the greater brand loyalty will be. Kang et al. (2013) found a positive relationship between SIC and both continuance intention and continued use among SNS users in Korea. Hence, and since SIC has been identified as a predictor of loyalty, the effect is expected to be the opposite of that included in the previous hypothesis; that is, the influence of SNS intentions on SNS use is stronger in users with high SIC than in users with low SIC. Based on this discussion, the following hypothesis is proposed:
H11. The positive relationship between SNS intentions and use of clothing brands' SNS pages is stronger for high-SIC users than for low-SIC users.
In a study of consumption products, Ericksen (1996) identified a positive relationship between SIC and intention to purchase an American car among European consumers. Further studies confirmed this relationship, for example, in the purchase of team-licensed merchandise among fans of a sports team (Kwak and Kang, 2009 ). Hence, it is assumed that the greater selfcongruity is, the greater the purchase intentions will be. There is also expected to be a similar effect within the context of SNS. Consequently, the influence of SNS use on purchase intentions may be stronger in users with high SIC than in users with low SIC. In this regard, the following hypothesis is proposed:
H12. The positive relationship between SNS use and the purchase intentions of the users of clothing brands' SNS pages is stronger for high-SIC users than for low-SIC users.
A summary of the hypotheses is highlighted in Table II . The research model proposed in Figure   1 outlines all the hypotheses discussed in this paper. U&G has a positive effect on attitude toward using clothing brands' SNS pages. H2
U&G has a positive effect on a user's intention to use clothing brand's SNS pages. H3
U&G has a positive effect on the use of a clothing brand's SNS pages. H4 SN toward using SNS has a positive effect on intention to use clothing brands' SNS pages. H5
Attitude toward using SNS has a positive effect on intention to use clothing brands' SNS pages. H6
PBC over using an SNS has a positive effect on intention to use clothing brands' SNS pages. H7
PBC has a direct and positive effect on the use of clothing brands' SNS pages. H8
Intention to use clothing brands' SNS pages has a direct and positive effect on the use of these SNS. H9
The use of clothing brands' SNS pages has a direct and positive effect on users' purchase intentions. H10
The positive relationship between attitude and intention to use clothing brands' SNS pages is stronger for low-SIC users than for high-SIC users.
H11
The positive relationship between SNS intentions and use of clothing brands' SNS pages is stronger for high-SIC users than for low-SIC users. H12
The positive relationship between SNS use and the purchase intentions of the users of clothing brands' SNS pages is stronger for high-SIC users than for low-SIC users.
Fig. 1. Research model

Methodology
Instrument
The questionnaire is based on the literature review. U&G was operationalized with four dimensions: Information seeking, affection, social presence, and leisure. Information seeking was adapted from the study by Park et al. (2009) and is composed of three items. Four items about affection were derived from Xu et al. (2012) . Social presence was based on four items from Cheung et al. (2011) . Leisure was built using five items from Xu et al. (2012) . Subjective norm was built upon five items, three from the study by , and two from Chiang (2013) . Attitude was based on three items taken from Al Debei et al. (2013) , and one item from the study by Baker and White (2010) . Perceived behavioral control was composed of four items, three of which came from Al Debei et al. (2013) , and one adapted from . Intention to use SNS was based on three items extracted from Al Debei et al. (2013) . SNS use is represented by one item adapted from Escobar-Rodríguez and Carvajal-Trujillo (2014). Purchase intention was assessed by two items based on the work of Tsai and Huang (2007) . Finally, self-image congruity was measured by three items from Kang et al. (2013) , and one from Lee and Jeong (2014) .
The items were reviewed by holding qualitative interviews with academics, researchers, and professionals involved in online retail, who were asked whether the contents of the questionnaire were appropriate for the aims of the research. The results of the qualitative interviews led to some adjustments in several items of the questionnaire in order to make it easier for the interviewees to understand them. Additionally, to test the first draft and the items, a pilot test with 90 individual questionnaires was carried out between October and November 2015 with undergraduate students, allowing for a first run-through of the model robustness and scale validation.
The final items of the questionnaire were evaluated on a seven-point Likert scale ranging from 1 (= strongly disagree) to 7 (= strongly agree).
Sampling
Surveys were collected using Netquest (netquest.com), an independent online provider of data for market research in Spain with a panel of more than 200,000 Spanish consumers. Sampling followed a non-probability method because only people using social networks to visit the pages of their favorite clothing brands, and with ages ranging between 18 and 44 years old, were selected. Older adults were not selected because the largest concentration of non-users of social networks is to be found in those who are over 45 years of age (IAB, 2016) . Of the 2,653 initial responses, and after applying the exclusion criteria (incomplete, dubious, outside age limits), 1,003 questionnaires were available for statistical analysis. Of the participants, 19% were male and 81% were female, with ages ranging from 18 to 44 years old. Most of them were university graduates (88%). More than 63% of the respondents used Facebook to reach their clothing brand pages, 23% used Instagram, and the remaining 14% was made up of those who use Twitter, Pinterest, and others. Finally, the four most cited favorite brands were Zara (14%), Stradivarius (7%), Nike (5%), and Desigual (5%). Table III shows the demographic characteristics.
Method of analysis
Data analysis was performed using structural equation modeling (SEM) to test hypotheses 1 through 9, while hypotheses 10 through 12 were tested using multi-group SEM analysis. SEM offers the possibility of simultaneously estimating all the relationships proposed in the theoretical conceptual model, thereby achieving a complete representation of this model (Bou-Llusar et al., 2009 ). Furthermore, SEM allows for the introduction of latent variables that can only be measured through observable variables (Bou-Llusar et al., 2009) , such as the dimensions of TPB and U&G. The common way to test moderating effects is to split the data set into two or more groups (low, medium, and high SIC) and to compare the model fit across groups (Im et al., 2008) . The models were estimated from the matrices of variances and covariances by the maximum likelihood procedure with EQS 6.1 (Bentler, 2006) .
Two stages were used to ensure that all criteria have the characteristics required to validate the scale. First, to avoid a complex model and prior to primary data analysis, the U&G scale was operationalized through a composite measure (Landis et al., 2000) , also referred to as item parceling (Bandalos and Finney, 2001) . Consequently, a study of the dimensionality, reliability, and validity of the U&G scale was carried out with a confirmatory factor analysis (CFA) to ensure that the construct that we intended to measure has actually been measured, to refine the scale, and to remove non-significant items. In the case of U&G, the items sharing the same dimension were averaged to form composite measures (Bandalos and Finney, 2001; Bou-Llusar et al., 2009) . Composite measures are combinations of items that create score aggregates which are then subjected to a second CFA, together with the rest of the scales considered in the study, with the aim of validating them. In CFA, the use of composite measures is helpful for two reasons: it enables us to better meet the normal distribution assumption of maximum likelihood estimation, and it results in more parsimonious models because it reduces the number of variances and covariances to be estimated. Consequently, the stability of the parameter estimates increases, the variable-to-sample-size ratio improves, and the impact of sampling error on the estimation process is reduced (Bandalos and Finney, 2001) . Thus, the results discarded the leisure dimension, and there were finally three dimensions (information seeking, affection, and social presence), with a total of 11 items.
A composite measure of each dimension of U&G was introduced as an indicator variable in the analyses conducted to assess the dimensionality, reliability, and validity of the scales.
In the second stage, the dimensionality, reliability, and validity of the total scale of the structural model were studied by means of another CFA, and the discriminant validity of the scales associated with the model was also tested. Finally, the invariance of the instrument of measurement (full scale) was tested in order to compare the regression coefficients of each of the three samples (SIC moderator effect).
Findings
Validation of scales and Invariance test
The first phase of the analysis was focused on the psychometric properties of the U&G scale for the whole sample (Table IV) . The probability associated with chi-squared reaches a value higher than 0.05 (0.05137), indicating a good overall fit of the scale (Jöreskog and Sörbom, 1996) . Convergent validity is demonstrated in two ways. First, the factor loadings are significant and greater than 0.5 (Bagozzi and Yi, 1988) . Second, the average variance extracted (AVE) for each of the factors is higher than 0.5 (Fornell and Larcker, 1981) , ranging from 0.60 (information seeking) to 0.84 (affection). The reliability of the scale is demonstrated by the composite reliability indices obtained for each of the dimensions, which are higher than 0.6 (Bagozzi and Yi, 1988) , with levels that ranged from 0.77 (information seeking) to 0.95 (affection).
Table IV
Analysis of the dimensionality, reliability and validity ot he U&G scale (fully standardized solution)
Notes: Fit of the model: chi-square (χ2) = 48.4656, df = 34, p = 0.05137; root mean square error of approximation (RMSEA) = 0.021; Bentler-Bonett non-normed fit index (NNFI) = 0.997; comparative fit index (CFI)= 0.998; CR = composite reliability; AVE = average variance extracted; **p < .01.
The discriminant validity of a construct, evaluated through AVE (Fornell and Lacker, 1981) , states that a construct must share more variance with its indicators than with other constructs in the model. This occurs when the square root of the AVE between each pair of factors is higher than the estimated correlation between those factors, as occurs here, thereby ratifying its discriminant validity (Table V) . Furthermore, the invariance of the factor loadings regarding the different levels of U&G was ratified (Table VI) . It is thus possible to compare the estimated composite measure parameters as input (Satorra and Bentler, 2010) . The steps of the process used to ratify the partial invariance are as follows: (i) the model considered individually for each of the three samples fits well (separately) in all three: low (χ 2 = 35.540; df =34); medium (χ 2 = 44.527; df =34), and high (χ 2 = 40.151; df =34); (ii) simultaneous estimation of the model in the three samples, to verify that the number of factors is the same, and again the model also works adequately (χ 2= 120.219; df =102); and (iii) the metrical invariance proves the equality of the factor loadings in the three groups. When this restriction is introduced into the model, it is observed that the model fit is not significantly different from what is shown previously in step 2, as we can deduct from a comparison between the χ 2 of steps 2 and 3 (Δ χ 2 =19.340; Δdf =20; p=0.160>0.05), so the invariance of the factor loadings is confirmed. (Jöreskog and Sörbom, 1996) . Convergent validity is demonstrated because the factor loadings are significant and higher than 0.5, and the AVE for each of the factors is higher than 0.5 (AVE ranged from 0.51 (U&G) to 0.83 (purchase intention). As for the reliability of the scale, the indices of the composite reliability of each of the dimensions obtained are higher than 0.6, with levels that ranged from 0.74 (SNS use) to 0.93 (subjective norm). Table VIII shows the results of discriminant validity evaluated through AVE. The square roots of the AVE were greater than the correlations among the constructs, thus supporting the discriminant validity of all the constructs. The invariance test should precede the verification of the differences in the parameters that are common to the study variables among the three groups considered (low, medium, high) (Byrne, 2006) (Table IX) . Taking into account the same considerations as in the preceding invariance test, the invariance of the factor loadings is ratified, as deduced from the comparison between the χ 2 of steps 2 and 3 (Δ χ 2 = 35.320; Δdf =44; p=0.821>0.05). 
Structural model results
The results of the model fit test indicated that the probability of the chi-squared is higher than 0.05 (0.088), CFI (0.997) is close to unity, and RMSEA is close to zero (0.012). Additionally, the variance in attitude (R 2 = 0.445) was explained by U&G. The variance in intentions (R 2 = 0.376) was described by SN, attitude, PBC, and U&G. The variance in SNS use (R 2 = 0.896) was explained by intentions, PBC, and U&G. Finally, the variance in purchase intentions (R 2 = 0.501) was explained by SNS use. This indicates that the model in this study does successfully predict and explain the variance in the dependent variables.
The result of the analysis shows that all relationships proposed in the model are supported.
Therefore, U&G is an antecedent of attitude (H1) (β = 0.61, p < 0.01), and at the same time is directly related to SNS intentions (H2) (β = 0.10, p < 0.01), and SNS use (H3) (β = 0.42, p < 0.01). SN is an antecedent of SNS intentions (H4) (β = 0.61, p < 0.01). Attitude is a precursor of SNS intentions (H5) (β = 0.40, p < 0.01). PBC proves to be a predecessor of SNS intentions (H6) (β = 0.40, p < 0.01), as well as of SNS use (H7) (β = 0.23, p < 0.01). SNS intentions is an originator of SNS use (H8) (β = 0.64, p < 0.01). Finally, SNS use is a clear precursor of purchase intention (H9) (β = 0.71, p < 0.01) (Table X and Figure 2) . 
Moderating effects results
The existence of significant differences in the hypothesized relationships was estimated in order to analyze the moderating effect exercised by the different levels of self-image (Table XI and Figure 3) .
Thus, SIC exerts more influence between attitude and SNS intentions for the sample of users of clothing brands' SNS pages with medium SIC than those with high SIC (0.40 and 0.21, Δ χ 2 =7.330; p=0.007< 0.05), thereby supporting H10.
SIC exerts more influence between SNS intentions and SNS use in the sample of users of clothing brands' SNS pages with high SIC than those with medium SIC (0.64 and 0.59, Δ χ 2 =5.164; p=0.023< 0.05). SIC was found to exert more influence in the relationships among SNS intentions and SNS use for the sample of users of clothing brands' SNS pages with medium SIC than those with low SIC (0.59 and 0.43, Δ χ 2 =4.083; p=0.043< 0.05). These results provide support for H11.
SIC exerts more influence between SNS use and purchase intentions in the sample of users of clothing brand pages with low SIC than medium-SIC users (0.94 and 0.70, Δ χ 2 =4.035;
p=0.045< 0.05). Furthermore, SIC exerts more influence on the sample of users of clothing Affection Social presence brand pages with low SIC than on those with high SIC (0.94 and 0.63, Δ χ 2 =4.364; p=0.037< 0.05). Although there are differences between the SIC groups in this relationship, the results have gone in the opposite direction. Thus, H12 is rejected (Table XI and Figure 3 ). are no significant differences in any of the relationships hypothesized in the model. In all cases, the probabilities associated with chi-squared reach values higher than 0.09, and therefore exceed the limit value of 0.05, below which there are significant differences. Likewise, a global analysis of all the parameters was performed. This analysis showed an increase in the chisquared and in the degrees of freedom of 9.86 and 9, respectively, with an associated probability of 0.36219, which determines the absence of significant differences due to gender in the causal relationships proposed in the model.
Discussion
This study seeks to integrate the U&G and TPB theories and the moderating effects of SIC in order to understand the factors influencing consumers' intention to purchase clothing through SNS. The results of the analysis of the data collected provide evidence supporting the relationships proposed in the conceptual framework. Furthermore, our empirical findings reveal that the role of SIC is significant as a moderating effect.
The influence of U&G on attitude is consistent with earlier literature on SNS (Wei et al., 2015) , and partially with Ha et al. (2015) , because they hypothesize each of the dimensions of U&G individually. These authors found a direct and positive relationship between integrative (affection) and hedonic gratifications and attitude, and a positive and indirect relationship between the social interactive dimension, through the integrative dimension, and attitude. They also identified the influence of cognitive (information) and social gratifications on attitude as a non-significant relationship. One possible explanation for this is that the study by Ha et al. (2015) is based on the use of mobile Facebook and KakaoTalk for entertainment purposes. The specific characteristics of mobile devices, and their small screens, do not offer favorable conditions to search for information as on other devices, such as laptops or tablets. Accordingly, it is reasonable to think that users of these devices seek more hedonic gratifications. In contrast, utilitarian gratifications, such as information seeking, are more appropriate in the context of clothing brands, where information about the brand is sought and shared.
Based on existing literature, U&G were set as antecedents of SNS intentions. It was proven empirically that U&G exert a direct effect on SNS intentions, which is consistent with previous studies (Ku et al., 2013) . However, consistency with the previous literature depends on the dimensions of U&G that each of the authors has used. For example, the results are consistent in social presence (Mäntymäki and Riemer, 2014) , in information seeking and social presence (Hsu et al., 2015) , and in social presence and interpersonal interactivity (affection) (Cheung et al., 2011; Ifinedo, 2016) . These results could be interpreted as meaning that information gratification is a significant dimension among more utilitarian users, such as the users of clothing brands' SNS pages, in contrast to other studies involving samples of students or teenagers, in which this gratification is not significant (Cheung et al., 2011; Ifinedo, 2016; Mäntymäki and Riemer, 2014) . These findings support the fact that users of clothing brands' SNS pages use SNS to seek information about the brand, for sociability, and to have human contact on the clothing brands' SNS pages. These findings suggest that U&G are critical to ensure users continue to browse on the clothing brands' SNS pages, and could explain why these users prefer to have immediate gratifications and novelty (Lay, 2018) .
This study has demonstrated that there is a strong relationship between U&G and SNS use, and this positive impact is stronger than the influence of U&G on SNS intentions, which corroborates an earlier SNS study where affection and social presence gratifications affect SNS use (Xu et al., 2012) . This indicates that gratifications such as information seeking, affection, and social presence may help explain the reasons why clothing brands' SNS pages are gratifiers that encourage the use of SNS, taking into account that all members of the sample are users of these SNS. So, for these users intention to use is less relevant than actual use.
The empirical results of this research revealed that SN, attitude, and PBC positively predicted SNS intentions. In particular, both attitude and PBC were found to be strongly related to SNS intentions. These findings are consistent with previous studies in the SNS context, which reported that subjective norm, attitude, and PBC have a positive influence on intentions (Al Debei et al., 2013; Baker and White, 2010; Chu et al., 2016; Kim et al., 2016; . Contrary to other studies of SNS (Al Debei et al., 2013; Baker and White, 2010; Kim et al., 2016; , the effect of SN on SNS intentions is much lower than that of attitude and PBC (β= 0.10). One possible explanation could be that users are in a The direct and positive influence of intention to engage in SNS use is coherent with other previous studies in the SNS field (Al Debei et al., 2013; Kang et al., 2013) . Finally, the findings show a direct and positive relationship between SNS use and purchase intention, which establishes a novel theoretical contribution within the context of customers who use an SNS to visit clothing brands' sites. One possible explanation is that the general attractiveness of social SNS, and more specifically likes, posts and images, predispose favorably toward the purchase of the product. Another explanation could refer to the changes in the habits and information search systems of clothing brand consumers (PwC, 2018) , taking into account that the majority of clothing consumers use digital channels before, during or after making their purchases (Lay, 2018) . This influence is consistent with the study by Zhang et al. (2017) , which posits that continuous exposure to SNS reduces the search and information costs, thereby increasing the possibilities of purchase.
The findings of this research reveal that SIC moderates the effect of attitude on SNS intentions, the effect of SNS intentions on SNS use, and the influence of SNS use on purchase intention, and thus make a contribution to the SNS literature, specifically within the context of clothing brands. These results extend the existing SNS literature by showing that low and medium SIC exert a greater impact between attitude and SNS intention, and between SNS use and purchase intentions, while high and medium SIC have a greater impact between SNS intentions and SNS use.
More specifically, first, attitude is more important for the development of intentions to continue to use clothing brands' SNS pages for users who reported low and medium SIC toward their favorite clothing brands' SNS than for those who expressed high SIC. These results are in line with Hong and Zinkhan (1995) and Sirgy et al. (2000) , who posited that for consumers with high SIC, ideal SIC could be more crucial than actual SIC when they purchase brands to be used publicly. Thus, these results would show that in the context of this research, which is that of clothing brand products that are consumed to be shown in public, actual SIC is more relevant for users with a low SIC than for those with a high SIC. This is reflected in the fact that low-SIC users show a greater influence of attitude on intention to use clothing brands' SNS pages, which is a contribution of this research. Second, the impact of SNS intentions on SNS use of clothing brands' pages is more significant for users who reported high and medium SIC than for those who showed low SIC. According to these outcomes, users' SIC facilitates continuous SNS usage. Once the intention to visit a clothing brand's page through SNS has been established, it is found that the more prominent their SIC is, the more likely a user is to engage in a certain behavior.
Third, the influence of SNS usage on purchase intentions is greater for users who reported low and medium SIC than for those who have expressed high SIC. These outcomes are the opposite of what was suggested in hypothesis H12. A possible explanation would be in line with the same one in H10 for the consumption of publicly brands, in which ideal SIC is more critical than actual SIC for high-SIC consumers. Another explanation would be that the fact that the first-choice brands of the respondents are low-cost may reflect the fact that congruence between actual self-image and clothing brands is less relevant for the use of the SNS to purchase products for users with higher levels of SIC.
Theoretical contributions, implications, limitations, and future research
This study provides several theoretical contributions and implications for research. First, it clarifies the mechanism underlying customers' intention to purchase through SNS from the perspective of the TPB and U&G theories. The research model presented here details the entire path of SNS usage, from attitude, intention, and use through to purchase intention in the clothing brand context.
Second, this work is the first comprehensive study to interrelate the TPB and U&G theories among clothing brand consumers in a technology post-adoption setting, such as that of clothing brands' pages on SNS. Therefore, the constructs of both theories significantly influence the formation of the purchase intention of users of clothing brands' SNS pages.
Third, unlike previous research on entertainment contexts, the study provides support for the key role of users' gratifications in attitude and the use of clothing brands' SNS pages and, more specifically, the information seeking dimension for utilitarian contexts such as clothing brands' SNS pages. The findings verify that U&G are critical to keep users browsing the SNS pages of clothing brands.
Fourth, this study contributes to the theory of planned behavior by providing evidence of its efficacy in explaining behavior in intentions to purchase on the clothing brands' SNS pages.
Nonetheless, efforts to test and support its efficacy in this context, as in this research, have been limited. The study also contributes by improving the predictive ability of TPB through the strong and positive relationship between PBC and SNS that previous authors had not highlighted as significant (Al Debei et al., 2013; Baker and White, 2010) .
Fifth, this study confirms the existence of moderating effects of self-image congruity within the context of SNS, which has not been accomplished before, especially in the case of clothing brands' SNS pages. All self-image congruity groups (high, medium, and low) are excellent moderators to predict consumer behaviors through the SNS of clothing brands. Furthermore, although the literature regarding the moderating effects of SIC in the SNS context is limited, and these effects on the three groups are significant, one of the results is contrary to expectations, since it is the users with low SIC who have the strongest relationship between SNS use and purchase intentions. This finding could be explained by situational influence. Kleijnen et al. (2005) posited that the situational influence overrules the effect of low SIC. In the case of SNS, individuals share information and socialize with others. This situational fact could make the relationship between SNS use and purchase intentions stronger in the low-SIC users.
The results of this study suggest some implications for the community/marketing managers of clothing brands and retail companies. Individuals approach the SNS looking for what is entertaining or useful, yet the transition from participation to brand page visits and purchases is more complex, demanding other gratifications such as affection, socializing or information, as shown in this study. Consequently, clothing brands need to generate immediate gratifications, such as contents and events dealing with novelties, which engage users to better accomplish the transition from use to purchase. Further, taking into account the strong influence of PBC on SNS intentions, SNS intentions on SNS use, and SNS use on purchase intention, clothing brands have to better develop their SNS so that they facilitate access to all activities and contents in order to encourage continued use. This is essential in this context, in which the number of consumers who shop in digital environments and interact more with pre-and postpurchase actions on the SNS is increasing year after year. In this regard, the SNS offer great opportunities for clothing brands and, by extension for B2C companies, to better know consumers' needs, opinions and motivations, and additionally to strengthen their position as clothing brands (PwC, 2017) . Consequently, they need to be able to organize their SNS bearing in mind consumer gratifications, in view of the influence of gratifications in the use of the SNS revealed by this study.
Additionally, and based on the groups resulting from the application of the moderating effect of SIC among clothing brand customers, marketers must be able to develop strategies to create more SNS brand beliefs, aiming mainly at the high-SIC group so as to improve their attitude and SNS use. To do so, clothing brands could adjust the contents of their SNS to users' self-image congruence. For example, they could incorporate more tools that enable customized user-generated content to be developed on their Facebook or Instagram pages. Likewise, managers should develop strategies that improve self-image and reinforce the intentions of low-SIC users.
There are several limitations to this study. First, our data were obtained from a panel of people using social networks to visit the pages of their favorite clothing brands. This explains the differences between the numbers of females and males in the sample used in this study.
Consequently, this fact may be a limitation when it comes to generalizing the findings. Second, the individuals' first-choice brand was low-cost. Accordingly, the results of the moderating effects of self-image congruity could be influenced by this bias. Third, while the survey sample is large, it consists of residents in a single country: Spain. Consequently, the results are inherent to Spanish culture and idiosyncrasy, and other nations and other cultures could offer different outcomes, limiting the potential generalizability of the conclusions presented here. It would thus be interesting to extend this research to other countries in order to test and confirm the model. Future research should also take into account individuals whose first-choice brand is situated in other quality-price segments in order to avoid the low-cost brand bias. Future research could measure the ideal dimension of SIC in order to test differences between actual and ideal SIC.
